From a multi-national perspective, this chapter provides an overview of a number of research programs examining portrayals of older adults in advertising. The research described includes both quantitative and qualitative analyses of the place of older people in advertising, and the ways in which this is associated with older adults' place in society. This article is organized around three central themes: an overview of the major theoretical perspectives surrounding advertising and ageing, an overview of research conducted in the United States, Great Britain, Germany, China and India, and a final critique.
Zhang, Y.B., . The Portrayal of Older Adults in Advertising: A Cross-National Review. Journal of Language and Social Psychology, 25, [264] [265] [266] [267] [268] [269] [270] [271] [272] [273] [274] [275] [276] [277] [278] [279] [280] [281] [282] http://dx.doi.org/10.1177/0261927X06289479, Open Access version: http://kuscholarworks.ku.edu/dspace/. 8 older individuals were most frequently portrayed as happy/content (39.1%), sick/feeble (22.8%), and active/healthy (16.3%). In commercials targeted at all consumers, older individuals were most frequently portrayed as happy/content (65%) and competent/intelligent (12.5%). These findings indicate an overall positive portrayal of older characters in television commercials, although older characters are portrayed more positively in commercials targeting all consumers. Peterson and Ross (1997) content analyzed 1,044 commercials to determine whether older characters were desirable (mentally and physically competent) or undesirable (mentally or physically incompetent). Their results indicated that older models (i.e., those over the age of 65) were shown less favorably than younger models; commercials that were targeted at people over the age of 45 depicted individuals over 65 as being helpless, impaired, weak, lazy, or less informed than their younger counterparts.
Dimensions used to measure older adult portrayals include physical (e.g., active/healthy, sick/feeble, strong/weak), socio-behavioral (e.g., happy/content, angry/disgruntled, happy/sad, humorous/disgruntled), and cognitive traits (e.g., competent/intelligent, lucid/confused) (Robinson, 1998; Roy & Harwood, 1997) . These traits are subsets of the age stereotypes found in Hummert et al.'s (1994) study. Hummert et al. (1994) have demonstrated that both positive (Golden Ager, Perfect Grandparent, John Wayne Conservative) and negative (Severely Impaired, Despondent, Shrew/Curmudgeon, Recluse) aging stereotypes exist in our society.
Using categories from Hummert et al. (1994) , Miller et al. (1999) examined age stereotyping and age stereotypes of older adults in magazine advertisements (a total of 1,944 ads) from 1956-1996. Of the ads that contained older adults, they found that only 4% portrayed older adults negatively (e.g., impaired). Positive stereotypes appeared more often: Golden Ager appeared in 37% of the ads containing older adults, Perfect Grandparent 14%, and John Wayne conservative 9.3%. Miller et al. . The Portrayal of Older Adults in Advertising: A Cross-National Review. Journal of Language and Social Psychology, 25, 264-282. Publisher's official version: http://dx.doi.org/10.1177/0261927X06289479, Open Access version: http://kuscholarworks.ku.edu/dspace/. 9 (2004) examined stereotypes of older adults in U.S. television commercials from 1950s to the 1990s (a total of 1,662 commercials), finding that 78.2% of the older characters were portrayed as at least somewhat consistent with a positive age stereotype and only 11.9% of the characters were portrayed as somewhat consistent with a negative stereotype. These two studies further confirmed the positive portrayal of older characters in advertising. However, there continue to be concerns with the overwhelming association of aging with ill health in advertising. Even positive portrayals of older adults often reference ill health, or occur in advertising for health-related products (e.g., Raman et al., 2006) .
Social contexts and physical settings of older adults in television commercials. Research has also
examined the social contexts and physical settings in which older characters are placed in television commercials (Robinson, 1998; Roy & Harwood, 1997; Swayne & Greco, 1987) . This research helps us to understand how older characters are portrayed socially on television, which in turn provides insights to age stereotypes in advertising (Robinson, 1998) . Swayne and Greco (1987) found that in television commercials, older individuals appeared alone in 14%, with their peers in 8%, and with children in 4% of the commercials. Older people appeared with multiple age groups in 75% of the commercials. Similarly, Roy and Harwood (1997) found that older characters appeared with multiple age groups in 76.4% of commercials, followed by only appearing with older adult characters (13%), then alone (10.6%). However, commercials with older characters and children were not present. Swayne and Greco also found that older characters in television commercials were predominantly placed at home (56%), followed by in business settings (18%) and other settings (14%). Rather than looking at the overall setting for advertisements with older individuals, Robinson (1998) focused on the settings of older individuals in commercials targeted at the older age group. In those commercials, the dominant settings included outdoor (63%), studio (16.3%), and home (8.7%).
Cultural values presented in television advertising featuring older adults. Although individuals
hold their own sets of personal values, cultural values are defined as "the governing ideas and guiding principles for thought and action" (Chan & Cheng, 2002, p. 388; Srikandath, 1991) . The cultural values appearing in advertisements provide consumers with standards and justifications for their purchasing decisions and hence are powerful forces influencing consumers' value systems (Balazs, 1995; Mueller, 1992; Pollay, 1983; Zhang & Harwood, 2004) . Using a content analysis approach, several cross-cultural studies examined cultural values in U.S. television commercials (Lin, 1993 (Lin, , 2001 Pollay & Gallagher, Zhang, Y.B., Harwood, J., Williams, A., Ylänne-McEwen, V., Wadleigh, P. M., & Thimm, C. (2006) . The Portrayal of Older Adults in Advertising: A Cross-National Review. Journal of Language and Social Psychology, 25, 264-282. Publisher's official version: http://dx.doi.org/10.1177/0261927X06289479, Open Access version: http://kuscholarworks.ku.edu/dspace/. 22 approach. Over time, it will be useful to translate the methodological emphases from all of these research programs across cultures. The focus on specific campaigns adopted by the researchers in the UK (e.g., Olivio olive oil) could be usefully translated to the US, where financial institutions, for example, are starting to focus on the aging baby boomers, and feature increasingly diverse and positive images of older adulthood in their advertising. Likewise, the focus on audience responses is essential as this work continues. The descriptive content analytic work needs to be complemented by work that examines how people of all ages respond to these messages. Further work examining the linguistic content of the advertisements and the content of their messages about aging is also essential. While the visuals of advertising are clearly important, the text is also revealing. Work such as that done in China and the US on cultural values moves us closer to this goal.
